ABSTRACT
INTRODUCTION
he emergence of the Internet as a means of communication and sales has led to a new understanding of the competitive exchange relationship in most marketplaces. In this sense, 76% of the European Union population in 2011 had used the Internet at least once, the number of Internet users being similar in the United States (78%) and 66.3% in Spain (ONTSI, 2012). Moreover, Internet continues to be an important source of news and general information, the search for information on health, general knowledge (i.e., consulting wikis such as Wikipedia), and travel and accommodations being one of the most popular services used by 54% of users.
The growing importance of virtual environments has influenced consumer decision-making processes which have become easier, faster and, in some cases, have improved as consumers can obtain more information, use tools to compare that information, and choose between different options directly and quickly.
The Internet is defined as an information office, as well as a huge interactive shop where people can purchase goods and services. Just how much importance is given to the Internet depends on the type of product or service being marketed. In this sense, industries such as leisure, clothing and electronics consider the Internet their priority sales channel (Ordozgoiti et al., 2010) .
Authors, such as Gerbert et al. (1999) , say that online purchases are the future of shopping, which is why researchers need to analyse online purchasing behaviour. In this sense, online research implies both cultural and technological change, which influences the way market research is conducted. Yu (2008) states that the Internet has revolutionised sales channels, changed the way that companies do business, and that an increasing number of people are opting to use that channel for their purchases. Notwithstanding, many consumers remain reluctant to shop online. More specifically, the B2C (Business-to-Consumer) e-Commerce Study for 2011 reported that only 50.7% of Spanish Internet users make purchases online (ONTSI, 2012), a percentage similar to that in the European union as a whole, where 43% of the population aged 16 to 74 years used e-commerce in the last twelve months in 2011 (European Commission, 2012).

Firstly, the spread of new information technologies, particularly those which provide access to artificial and global information environments, has seen this phenomenon become increasingly present in our lives, not only as a means to access information and perform commercial transactions, but also as a product and item of consumption in itself and as a means of information, entertainment and leisure. 
The potential of such environments to represent markets is ever increasing and commercial transactions can be carried out inside, or through them, using electronic mail tools as a basis. The features of this new scenario of exchanges between consumers and companies make analysing and understanding the characteristics that set apart consumer behaviour processes in these environments an enormously interesting topic.  New technologies and virtual environments and the behaviours they generate, together with their characteristics and possibilities, which introduce the technologies that provide support to these markets, imply new needs, forms and methods of market research, in general, and consumers, in particular, that are vital to know.
With regard to the decision-making scenario, this research focuses on the tourism industry due to its sizeable share of total gross domestic product, which was estimated at 3% in 2012 by the World Travel & Tourism Council (http://www.wttc.org/) and to the prominent role it will play in improving the current economic situation.
The importance of this industry can be clearly observed in online purchases as the activities linked to tourism, such as the purchase of transport tickets (flights, trains journeys...) and hotel bookings, among others, are considered one of the most important products of all online acquisitions. Thus, the Digital Agenda for Europe Scoreboard 2012 established that travel and holiday accommodations and clothes and sporting goods represented 52% of goods or services ordered over the Internet for private use in the last twelve months. This percentage is similar in Spain where the ONTSI (2012) has published further data confirming that transport tickets and hotel bookings, representing 49.5% and 39% of all acquisitions online, respectively, are indeed the star products of ecommerce. In the same line, the INE (2012) shows that accommodations and travel have been the services most acquired on the Internet in recent months (October 2011-October 2012), accounting for 54.6% and 49.7% of the total, respectively.
The arguments above clearly show that the tourism industry is gaining an increasingly significant presence on the Internet and, therefore, it is necessary to learn more about the profile of Internet consumers and, more specifically, the consumers of one of the most popular services on the Internet -hotel bookings. Subsequent sections describe the profile of hotel Internet booking users from a socio-demographic perspective, followed by the main aspects related to the purchase behaviour of these users and, finally, the main conclusions drawn from this research.
SOCIO-DEMOGRAPHIC PROFILE OF HOTEL INTERNET BOOKING USERS
In order to obtain information to determine the socio-demographic profile of hotel Internet booking users in Spain, the authors have developed a simulated context to attain the sample information. Internet users respond to four blocks of questions after participating in a simulated hotel online booking process. The first block of questions includes matters relating to demographic data (age and gender) and aspects, such as experience in booking accommodation online, in order to ascertain their booking habits and knowledge of prices. Respondents answer the second and third blocks of questions after booking a hotel online. These blocks include questions regarding perceived fairness and future purchase intentions. Finally, the fourth block includes socio-demographic questions (marital status, employment status, level of education, region and level of income). We use the first block of questions to divide the sample into two segments -one sample of users of hotel Internet bookings and another of non-users. The other blocks of questions are aimed at determining a user profile based on socio-demographic aspects and their purchase behaviour.
The study was undertaken by means of an online self-administered survey carried out between February 29, 2012, and March 27, 2012, by 600 users, although the final number of valid questionnaires was 541; so the error margin is ± 4% at a significance level of 95%. Sample selection was performed considering quotas based on the socio-demographic profile of Internet users between 16 and 74 years of age who sometimes purchase goods and services on the Internet. The results reveal a significant relationship between gender and being a user, such that 56.4% of men are UHIB, while 55.6% of women are NUHIB. There is also a relationship between marital status and whether or not a person is a UHIB. It is worth noting that 57.3% of the UHIB and 51.9% of NUHIB are married. In addition, 30.6% of NUHIB are unmarried, while 20.6% of UHIB are living with a partner. In relation to the age of UHIB, 35.1% are between 35 and 44 years old, while 53.7% of NUHIB are between 35 and 54 years of age. Furthermore, it is worth highlighting that there is a low percentage of NUHIB and HIBU aged between 65 and 74 years (4.6% and 0.9%, respectively). This is logical as these users are not so familiar with making hotel bookings online.
The results in Table 1 also show that there is a relationship between employment situation and being a UHIB. It is worth highlighting that 84.8% of UHIB are working, while 12% and 11.1% of NUHIB are students or engaged in household chores, respectively. This situation is logical because people that are working have less time to go to travel agencies and thus use the Internet more for their purchases. The results also confirm the relationship between the level of education and being a UHIB. In fact, 59.8% of UHIB have completed higher education studies, while the percentage of NUHIB is higher in other categories. There is also a relationship between UHIB and region they live in. The highest percentage of NUHIB and UHIB are from Madrid, with 22.2% and 21.2%, respectively. Note that the second highest percentage of UHIB is registered by Catalonia with 20.8%, while the second highest percentage of NUHIB corresponds to Andalusia (21.3%); that is, the largest regions with the most inhabitants have more online hotel booking users. The reason for this, despite these regions having more services than other regions, is probably because transport costs and transit time in those regions are higher, leading consumers to purchase online.
Finally, in relation to the level of income, the relationship is also significant and 37.6% of the UHIB are inside the income bracket ranging from 1,801 to 2,700 euros. In contrast, 27.8% of NUHIB earn less than 1,100 euros. Therefore, people with higher incomes use online hotel bookings more, maybe because they book hotels more often.
In summary, married men between the ages of 35 and 44 and who are working have university studies and earn a monthly income of between 1,801 and 2,700 euros, accounting for the largest percentage of UHIB. Most NUHIB are from Madrid (22.2%).
PURCHASE DECISION BEHAVIOR OF USERS OF HOTEL INTERNET BOOKINGS
An analysis of the profile of hotel users revealed that most have, at some stage, booked a hotel on the Internet. With regard to the bookings made, it is worth noting that the last one made took place less than three months ago, which means that users have an up-to-date knowledge of the strategies used by hotels for online bookings and that the duration of the last booking was between one and three nights.
In the first place, the authors considered different kinds of rates in the hotel booking simulation conducted to gather sample information depending on whether or not hotels employed revenue management strategies. Moreover, if hotels do use revenue management strategies, the authors have distinguished between rates when the revenue management strategy implies an increase in price and when it entails a decrease. Thus, Table 2 shows the results of the chi-square test of independence considering these situations together with the user's condition. In regard to the rate selected, it is worth highlighting that UHIB prefer rates under revenue management strategies (59.1%), while the NUHIB make their bookings by selecting hotels that do not use revenue management strategies (51.9%). One possible reason may be that users are more familiar with this strategy, which is common on the Internet. In regard to the consequences of the strategy, differences are not statistically significant, although more UHIB (50.8%) select strategies that imply a decrease in price, while 44.4% of NUHIB consider hotels that do not use revenue management strategies. The election of the revenue management strategies that involve a decrease in price in exchange for the consumer accepting certain restrictions (e.g. no changes in bookings) can be justified by the more familiarity of UHIB with this strategy. Other factors that could be related to purchase behaviour include Total Browsing Time (TBT), the maximum price per night that users would be willing to pay (PPN1), a reasonable price per night that users would be willing to pay (PPN2), the minimum price per night that users consider acceptable (PPN3), and General Price Knowledge (GPK). In order to verify whether there are significant differences between these factors and the user condition (UHIB versus NUHIB), the authors have developed an analyses of variance (ANOVA) using UHIB as the independent variable. The results show that there are significant differences in the mean in all cases, except for total browsing time. Tests cannot be performed post hoc because there are less than three groups. For this reason, averages have been calculated. The results show that hotel Internet booking users spend more time browsing the Internet when they book a hotel than non-users. This may be due to the fact that UHIB know that searching and comparing prices can lead them to a good price, although the difference in the time spent is not statistically significant. In regard to the reference price (PPN1, PPN2 and PPN3) of UHIB, it should be noted that their maximum, minimum and reasonable prices are higher than those who are NUHIB. Finally, UHIB have more general price knowledge because they can easily perform a search and comparison of prices which helps to increase their knowledge about hotel prices in general.
CONCLUSIONS
The results of this paper are of great interest to managers of hotels, as they can learn more about the sociodemographic characteristics and purchase behaviour of people that book their hotels, differentiating between those that use Internet to make bookings and the people that do not use the virtual channel.
An analysis of the profile of hotel booking users revealed that most have, at some stage, booked a hotel on the Internet. In regard to the socio-demographic profile of hotel booking users, most Internet hotel booking users are found to be male, married, have a high level of education, are working, and are high income earners. Furthermore, it is worth noting that the main place of origin is Madrid.
Furthermore, in relation to the rate selected, it is worth highlighting that UHIB prefer revenue management strategies when making hotel bookings, while NUHIB select no revenue management strategies when they book their hotels. As indicated previously, this could be due to users being more familiar with these strategies, as they are becoming more widely used by an increasing number of industries. Moreover, the fact that this strategy is new in the hotel industry and has been implemented more frequently in recent years means that people who are not used to booking hotels on the Internet tend not to trust the offers and opt for a traditional booking, even if it is more expensive.
